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SYSTEM AND METHOD FOR ADVERTISING 
PURCHASE VERIFICATION 

FIELD OF THE INVENTION 

[0001] The illustrative embodiment of the present inven 
tion relates generally to advertising and more particularly to 
an advertising purchase veri?cation system integrating mea 
surement data to determine the ful?llment of a media 
campaign. 

BACKGROUND 

[0002] Advertisements appearing on radio, television and 
other media outlets are often part of a Widespread media 
campaign. The media campaign may require a number of 
different parameters be ful?lled. For example, advertise 
ments may be presented across multiple media outlets, and 
may appear in multiple versions and as sequential adver 
tisements. Advertisements may be presented as video adver 
tisements, audio advertisements, Written or photo advertise 
ments in Written periodicals, in electronic form in computer 
advertisements, and other forms. The advertisements may be 
speci?ed to run at certain times on certain channels, air 
during speci?ed shoWs, may be restricted from appearing 
during other shoWs, and may appear in some media markets 
but not others. The different parameters controlling the 
vieWing of the advertisement are ?rst determined during the 
creation of the media campaign and the parameters then 
form the basis for the advertising buy from the media 
outlets. Often times, a media campaign such as a television 
advertising campaign, Will run on multiple stations in mul 
tiple markets. As part of the order/purchase of the advertis 
ing time from the media outlets, certain guarantees in the 
form of rating numbers are made in return for the order/ 
purchase. The media outlets guarantee a certain number of 
vieWers in eXchange for receiving a fee for the presented 
advertisement. 

[0003] Unfortunately, the veri?cation of the ful?llment of 
the guaranteed ratings for the advertisements is often quite 
dif?cult. The media outlets report on Which advertisements 
ran including information such as placement, time, siZe or 
length and location. The ratings values for various time slots 
are determined by a third party ratings provider such as 
Nielsen (Which provides TV vieWer ratings ), ABC (Which 
provides print circulation ?gures) and Arbitron (Which pro 
vides radio listener ratings). The task of determining Which 
advertisement Went With Which media campaign falls to the 
advertising purchaser or their agent. The advertising pur 
chaser is required to cross-reference the information from 
the media outlets With media “buy” data (a media “buy” is 
the order/purchase of an advertisement slot from a media 
outlet), and then post the rating or other proof of perfor 
mance for the applicable time period. The purchaser of the 
advertisement must also verify that all of the parameters 
forming part of the media buy are satis?ed. The dif?culty of 
this task scales up exponentially With increases in the 
number of advertisements, media outlets and media markets 
implementing the campaigns. 

BRIEF SUMMARY OF THE INVENTION 

[0004] The illustrative embodiment of the present inven 
tion programmatically matches media invoices detailing the 
media outlet presentation of the advertisements against 
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purchased media advertisements. Satisfaction of parameters 
speci?ed in a “media campaign” are checked as part of the 
veri?cation process. The media ratings for an applicable 
time period or other measurement, parameters, or tracking 
data may be posted against the matched or unmatched 
advertisements. The rating value for the time period in 
Which the advertisement Was run (or other measurement or 
tracking data) may be compared against any promised value 
speci?ed by the media outlet. Differences in actual versus 
promised values may be accommodated by the media out 
lets. The present invention also alloWs the programmatic 
generation of multiple types of reports breaking doWn media 
ratings or other measurement data by particular demograph 
ics, psychographics or other factors. 

[0005] In one embodiment, an advertising purchase veri 
?cation system uses a method to programmatically match at 
least one advertisement listed in a media invoice from a 
media outlet With a reference to a purchased media adver 
tisement. The reference includes parameters indicating hoW 
the advertisement should be presented by the media outlet. 
The parameters are speci?ed for the advertisement as part of 
a media campaign. The matching veri?es the ful?llment of 
certain parameters associated With the purchased advertise 
ment. Media ratings for applicable time periods are posted 
against matched advertisements. The ful?llment of the 
media campaign is determined programmatically by analyZ 
ing the matched advertisements and the corresponding rat 
mgs. 

[0006] In another embodiment, an advertising purchase 
veri?cation system uses a method to validate the ful?llment 
of media campaigns. An electronic device receives data 
referencing purchased media advertisements, an invoice 
from a media outlet listing presented advertisement details, 
and media ratings for applicable time periods. The presented 
advertisement is programmatically matched to the pur 
chased advertisements. The media ratings are posted to the 
matched data. The posted ratings are eXamined to compare 
promised media ratings to delivered media ratings. 

[0007] In one embodiment, an advertising purchase veri 
?cation system includes at least one invoice from a media 
outlet indicating the advertisements presented by the media 
outlet during a speci?ed time period. The system also 
includes data referencing an advertisement purchased from 
a media outlet. The system additionally includes media 
ratings for at least one time period Which indicate the siZe of 
the audience for a presented advertisement. In addition, the 
system includes an electronic device using softWare Which 
accepts as input the invoice(s), data and media rating(s). The 
softWare matches details contained in the invoices to the 
advertisements listed in the data Media ratings are posted by 
the softWare to completed matches. 

BRIEF SUMMARY OF THE DRAWINGS 

[0008] FIG. 1 depicts and environment suitable for prac 
ticing the illustrative embodiment of the present invention; 

[0009] FIG. 2 is a How chart of the overall sequence and 
steps that are practiced by the illustrative embodiment of the 
present invention to reconcile records of presented adver 
tisements against purchased media advertisements; 

[0010] FIG. 3 is a How chart depicting the sequence of 
steps used by the illustrative embodiment of the present 



US 2004/0216157 A1 

invention in implementing a narroWest-?rst algorithm used 
to match presented advertisements against purchased media; 
[0011] FIG. 4 is a How chart of the sequence of steps 
performed by the illustrative embodiment of the present 
invention to generate reports indicating the degree of satis 
faction of the parameters or eXtent of discrepancies speci?ed 
in a media campaign. 

DETAILED DESCRIPTION 

[0012] The illustrative embodiment of the present inven 
tion alloWs the management of large-scale media campaigns 
involving multiple advertisements being presented through 
one or more media outlets in one or more markets. The 

programmatic matching of presented advertisements to 
ordered/purchased advertisements cuts doWn on manual 
veri?cation errors. Additionally, the use of a narroWest ?rst 
algorithm saves signi?cant time over manual matching 
methods and is scalable to handle media campaigns of 
differing siZes. Once matched, the results can be posted 
against media ratings for an applicable time period thereby 
alloWing a breakdoWn of advertisements by demographic 
vieWership and other factors. Multiple types of reports 
indicating the level of satisfaction of a media campaign may 
be generated automatically from the application of the media 
ratings or other third party measurement or tracking data to 
the matched data. Values for any credits or other compen 
sation due from a media outlet’s failure to satisfy the 
parameters associated With the purchased advertisement 
(Which are dictated by the media campaign) may be pro 
grammatically calculated. For the purpose of the description 
contained herein, the terms “order(ed)” and “purchase(ed)” 
are used interchangeably in that ordered advertisements 
include advertisements subsequently paid for, and purchased 
advertisements include ordered advertisements prior to pay 
ment. 

[0013] FIG. 1 depicts an environment suitable for prac 
ticing the illustrative embodiment of the present invention. 
An electronic device 2 includes an advertisement veri?ca 
tion program 4. The electronic device 2 may be a desktop 
computer system, laptop, client Workstation, server, net 
Work-attached device, PDA, or other electronic device 
equipped With a processor. The electronic device 2 imports 
at least one invoice 6 from media outlets. The invoices 6 
indicate the advertisements that Were presented by a par 
ticular media outlet during a particular time period. The 
media outlet may be a television station, radio station, 
Written periodical, Internet publisher or some other entity 
Which presents advertisements. The invoices 6 are imported 
into the advertisement veri?cation program 4. Also used as 
input for the advertisement veri?cation program 4 are media 
buy data 8 and media ratings 10. The media buy data 8 lists 
advertisements purchased by a buyer Which Were scheduled 
to be presented by at least one media outlet. The media buy 
data 8 also includes media campaign parameters speci?ed in 
the buy. Those skilled in the art Will recogniZe that the media 
buy data 8 may be represented in a number of different Ways 
other than lists, such as being referenced indirectly by 
pointers, and may be stored in a number of different loca 
tions. The media ratings represent the approximation of 
vieWership/listenership/readership for a particular time 
period for a particular media outlet’s advertising presenta 
tion. 

[0014] The invoices 6, media buy data 8, and media 
ratings 10 may be transmitted to the electronic device 2 over 
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a netWork 12. Those skilled in the art Will recogniZe that 
other forms of inputting the data into the advertisement 
veri?cation program 4 that do not utiliZe a netWork are also 
possible Within the scope of the present invention. For 
eXample, the invoices 6, media buy data 8, and media ratings 
10 may be directly input into the electronic device 2 via 
some form of removable permanent memory such as a CD 
ROM. The invoices 6, media buy data 8, and media ratings 
10 may be stored on a form of permanent storage 14 
accessible to the electronic device 2. Those skilled in the art 
Will recogniZe that the storage 14 may be located on the 
electronic device 2 or otherWise accessible to the electronic 
device 2. Additionally, the invoices 6, media buy data 8, and 
media ratings 10, may initially be located on the electronic 
device 2 prior to being used as input for the advertisement 
veri?cation program 4. 

[0015] The illustrative embodiment of the present inven 
tion utiliZes a number of third party data sources. Invoices 
6 are provided by the media outlets from Which the adver 
tisements Were purchased. Media ratings 10 are provided by 
third party companies such as Nielsen and Arbitron. The 
data may be provided in a number of different computer 
formats including a comma delimited format. The invoice 
data may be provided by a third party purchaser of the 
advertisement Who is having an outside party run the adver 
tising veri?cation program 4, or may be run by the adver 
tising purchaser performing veri?cation in-house. Once the 
various data has been acquired, the advertising veri?cation 
program 4 may be used to analyZe the data after matching 
and posting. Those skilled in the art Will recogniZe that other 
types of measurement data in addition to or instead of, 
ratings measurements may be used to determine the satis 
faction of media campaign objectives. For eXample, third 
party measurement data such as “on-air broadcast veri?ca 
tion” data and competitive advertising data may be used. 
Similarly, instead of invoices listing presented advertise 
ments from a media outlet, third party data from research or 
advertising monitoring companies may also be used Without 
departing from the scope of the present invention. 

[0016] FIG. 2 is a ?oW-chart of the overall sequence of 
steps performed by the present invention to match and post 
data and generate reports. The sequence begins When the 
media buy data 8 is retrieved from a storage location 14 (step 
20). The invoices are retrieved from the media outlet (step 
22). The invoices 6 may include line items listing individual 
presented ads. After retrieval of the invoices 6 and media 
buy data 8, the advertisement veri?cation program 4 
matches the invoices 6 to the media buy data 8 (step 24). 
Once the matching algorithm has performed and matched 
the invoice data 6 With some of the parameters listed in the 
media buy data 8, the media ratings 10 (or other measure 
ment data) are retrieved for the applicable time period(s) and 
then posted against the matched items (step 26). The analy 
sis of results is then performed involving the generation of 
multiple types of reports analyZing the posted media ratings 
data (or other measurement data)(step 28). By determining 
the degree to Which the parameters of the advertisements 
Were satis?ed, the monetary or other impact of the overall 
media campaign may be evaluated. 

[0017] The illustrative embodiment of the present inven 
tion uses a narroWest-?rst algorithm to perform matching 
betWeen purchased advertisements and their associated 
parameters and advertisements run by the media outlets. The 
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algorithm applies a set of rules to the veri?cation process to 
determine hoW closely the goals of the media campaign are 
being ful?lled. Invoices 6 for the ads in a media campaign 
are collected and individually compared against the media 
buy data 8. The invoices 6 list particular advertisements and 
certain parameters associated With a media campaign. The 
media buy data 8 also may include a promised rating value 
parameter guaranteed by the media outlet. In the event the 
rating value is not achieved by the particular advertisement 
or the other parameters are not totally satis?ed, the media 
outlet may satisfy the guarantee by providing additional ads 
or other compensation. 

[0018] The media campaign parameters include items 
such as When the advertisement should be run, Which 
programs the advertisement should be associated With, 
Which programs the advertisement should not be associated 
With, the frequency With Which the advertisement may be 
run both With respect to other broadcasts of the advertise 
ment and broadcasts of national advertisements for similar 
products, acceptable lead-in and lead-out times around a 
particular program/time-slot, the markets for the advertise 
ment, the times in Which the advertisement may be run or not 
run (times in Which the campaign should go on “hiatus”), 
separation from competitive advertisements, placement 
location and other similar rules controlling When and hoW 
the advertisement should be run. Each purchased advertise 
ment listed in the media buy data 8 is compared against an 
invoice line item put out by the media outlet. The invoice 
line items list each of the advertisements that Were presented 
by the media outlet providing the data. The advertisement 
veri?cation program 4 compares the details included in the 
invoice line items against the parameters listed for an 
advertisement in the media buy data 8 to see if the presented 
advertisement matches one or more purchased advertise 
ments. If an invoice line item of a presented advertisement 
matches only one, purchased advertisement in the media buy 
data 8, the presented advertisement is considered matched to 
the purchased advertisement. If the presented advertisement 
matches more than one purchased advertisement, the other 
matches are noted and temporarily stored. The other ads in 
the campaign are similarly eXamined adjusting the compari 
son pool for those line items Which have already been 
considered matched. 

[0019] FolloWing the eXamination of all of the advertise 
ments in the invoice 6, and the removal of all of the single 
matched items from the comparison pool, the process iter 
ates and begins again With a smaller comparison pool. The 
presented advertisement With the least number of matches 
remaining is assigned a match, the match is removed from 
the comparison pool, and the neXt unmatched presented 
advertisement is compared against the adjusted comparison 
pool. This process continues until all of the presented 
advertisements listed in the invoice 6 have been matched or 
are indicated as having failed to match at least one purchased 
advertisement listed in the media buy data. Software logic is 
built into the advertisement veri?cation program 4 to indi 
cate When the assignment of a presented advertisement listed 
an invoice 6 to a purchased advertisement listed in the media 
buy date 8 Which is one of multiple possibilities, Would 
prevent other not yet matched advertisements from being 
assigned a match. In the case of such a con?ict, a different 
match is assigned to the invoice from among the multiple 
possibilities. Any unmatched items at the end of the match 
ing process are ?agged and used as the basis for a report 
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listing non-matched advertisements. The advertising veri? 
cation program 4 may be con?gured to suggest near matches 
based on the degree to Which parameters Were satis?ed. The 
unmatched advertisements may then be manually matched 
by a user to the nearest available match taking into account 
the advertising veri?cation program’s suggestions. Addi 
tionally, any purchased advertisements Which are not run at 
all are also noted and may also form the basis of a report. 

[0020] FIG. 3 is a How chart of the sequence of steps 
folloWed by the illustrative embodiment of the present 
invention to apply a narroWest-?rst algorithm to matching 
the presented advertisements listed in the invoice 6 With the 
purchased advertisements listed in the media buy data 8. The 
sequence begins by comparing a presented ad listed in the 
invoice line items With purchased advertisements listed in 
the media buy data 8. Any match or matches for the 
presented advertisement are determined (step 40). Each 
presented advertisement Which matches only one purchased 
advertisement listed in the media buy data 8 is assigned as 
a match to that purchased advertisement (step 42). Single 
matched pairs are then removed from the comparison pool 
prior to any additional comparisons being performed (step 
44). In other Words, the purchased advertisement in the 
media buy data is indicated as not being available for 
matching purposes for additional presented advertisements 
listed in the invoice line items. A determination is then made 
as to Whether or not there are more presented advertisements 

listed in the invoice line items (step 45). If there are more 
advertisements listed in the invoice line items, the process 
iterates and again compares the neXt presented advertise 
ment against the adjusted pool of purchased advertisements 
listed/referenced in the media buy data 8 (step 40), the pool 
having been adjusted to remove a previously matched item. 
The process continues until all of the ads in the invoice line 
items have been compared against the media campaign 
represented in the media buy data With any single matches 
being removed from the comparison pool and any multiple 
matches being noted. 

[0021] Once all of the single matches for all of the 
advertisements listed in the invoice 6 have been identi?ed 
and the comparison pool adjusted accordingly, the remain 
ing presented advertisements are then matched to the media 
buy data. The ?rst remaining advertisement listed in the 
invoice 6 Which has the least number of matches in the 
media buy data 8 is then assigned to one of the possible 
matches (step 46). The assignment to one of the matches is 
veri?ed to ensure that the assignment of the presented 
advertisement to one of the possible matches does not 
prevent other advertisements in the invoice 6 Which have not 
yet been matched from being matched (step 48). In the event 
that the assignment does not prevent other unmatched adver 
tisements from being matched, the match is ?naliZed and 
removed from the comparison pool (step 50). If the assign 
ment of the ?rst match is found to interfere With the 
matching possibility of another advertisement, a different 
match from among the possibilities is assigned Which does 
not cause a con?ict. If there are additional ads listed in the 
invoice 6 Which have multiple matches, the process iterates 
(step 51) and compares the neXt presented advertisement 
With the least number of matches to the available purchased 
advertisements in the diminished comparison pool (step 46). 
Each subsequent match reduces the available pool of pur 
chased advertisements against Which the subsequent ads in 
the invoice can be compared. When all of the presented 
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advertisements possessing matches have been matched, any 
unmatched ads are ?agged and noted (step 52). The 
unmatched ads are used to generate an unmatched adver 
tisement report for the media purchaser (step 54). Any 
unmatched ads may be manually assigned by the user of the 
advertisement veri?cation program 4 to the nearest available 
match in the media buy data 8. Those skilled in the art Will 
recogniZe that the matching process may involve multiple 
invoices 6 from multiple media outlets and may further 
involve matching only a subset of the parameters associated 
With an advertisement listed in the media campaign. 

[0022] The advertising veri?cation program 4 is able to 
generate a number of different types of reports in addition to 
the non-matching advertisement report mentioned above. 
The reports include a Posting Analysis report Which indi 
cates the estimated ratings point for an advertisement versus 
the actual rating points for the time period in Which the 
advertisement Was presented by the media outlet. A Double 
Spotting report may also be generated Which list multiple 
spots that air on the same day in the same program, a 
outcome that is usually not desirable. The reports may utiliZe 
parameters set by the user to generate the different types of 
reports. For example, a Separation report indicates spots 
Which air less than N minutes apart Where the variable N is 
provided by the user. A Hiatus report lists the spots Which 
have aired outside a range of times during a day or Within a 
day eXcluded from a particular campaign. A Restricted 
Programs report lists spots Which have aired against pro 
grams Which Were on the restricted list for the campaign in 
contravention to the invoice. A Cut-Off report lists broad 
casting spots Which air outside of alloWable air times as 
indicated by the original arrangement betWeen the advertis 
ing purchaser and the media outlet. An Underdelivery report 
lists shortfalls of actual versus estimated vieWership. A SiZe 
Discrepancy report notes incorrect siZes or lengths of ads. A 
Stripping report lists the number of advertising spots Which 
aired outside of the minimum/maximum order limits for a 
broadcast Week. For eXample, a client may specify that 
Monday through Friday no more than ?ve spots should be 
aired. If siX or more spots air betWeen Monday and Friday 
the siXth spot Would be a violation of the stripping guideline 
contained in the original advertising agreement. A Traf?c 
report summariZes any advertisements Which air outside of 
particular date or time ranges in a campaign. These may 
form the basis for later negotiation With the media outlet 
either directly by the media purchaser or through a third 
party representative such as an advertising agency. 

[0023] Other reports may also be generated by the present 
invention. A Fair and Equitable distribution report lists the 
distribution of spots Within a program for a time range. For 
eXample, an ideal distribution Within a time range might be 
that for a one hour program airing betWeen 8:00 and 9:00, 
one third of the ads aired betWeen 8:00 and 8:19, one third 
betWeen 8:20 and 8:39, and one third betWeen 8:40 and 8:59. 
A Lead-in report lists the spots, Which air Within a lead in 
prior to a program’s air time. The interval is typically 
de?ned as tWo minutes but may be otherWise speci?ed. The 
reports may also breakdown advertisement spots by the part 
of the day. The TRP Analysis by Daypart report list the 
difference betWeen estimated rating points and actual rating 
points broken doWn by the part of the day or other criteria. 
The TRP Analysis by Market report lists the ratio of esti 
mates to actual TRPs’ by market share. The Daypart Average 
Rating Analysis report lists the total ratings divided by the 
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number of spots that aired in a given daypart or may list the 
actual rating of a presented advertisement compared to a 
speci?ed average rating parameter. The information accu 
mulated by the advertisement veri?cation program 4 may 
also be used to generate a dollar spending analysis report. 
The Dollar Spending Analysis report is a comparison of the 
dollars budgeted versus the ?nal buy versus the invoice 
broken doWn by daypart or time period. A Must Buy report 
lists programs or times the client indicated must be pur 
chased that did not, in fact, have a matching spot. A 
Roadblock report may summariZe the invoice data put out 
by the media outlet to list any roadblock for the media outlet. 
A roadblock is the purchase of speci?c airtime and date for 
an entire market such that all spots air at a particular time on 
the same date. A NetWork Duplication report lists any local 
spots Which aired during the same program as netWork spots 
for a similar product. For eXample, a local Ford auto dealer 
airing spots during the same time period as a national Ford 
campaign. A Preferred Program report gives a list of pro 
grams speci?ed by the advertising purchaser and shoWs 
What spots aired against the preferred programs. A Program 
Name Discrepancies report lists the spots for Which the 
program name from the ?nal buy differed from the program 
name in research data (such as Nielsen). Those skilled in the 
art Will recogniZe that there are a number of different types 
of reports in addition to those mentioned here that may be 
generated using the information gathered and generated by 
the advertisement veri?cation program 4. 

[0024] The reports generated by the illustrative embodi 
ment of the present invention may be stand-alone reports or 
may be interrelated. Report settings may be speci?ed so that 
identi?ed issues are not double counted in multiple reports. 
When preventing double counting, the identi?ed issues may 
be prioritiZed so that they are assigned to the report that most 
closely corresponds to the issue or based on other client and 
user speci?cations. The reports may also be prioritiZed based 
on client and user speci?cations. 

[0025] FIG. 4 is a How chart depicting the sequence of 
steps performed by the illustrative embodiment of the 
present invention to generate reports. The sequence begins 
With the rating parameters being set by the user of the 
advertisement veri?cation program 4 (step 80). The rating 
parameters may indicate various subcomponents of overall 
advertising ratings, such as a demographic breakdoWn on 
the basis of age or seX of the vieWership/listenership/ 
readership being exposed to an advertisement. The appro 
priate ratings based on the user set parameters may then be 
posted to the matches that Were determined by the adver 
tisement veri?cation program 4 (step 82). The user of the 
advertisement veri?cation program 4 sets report parameters 
and indicates the type of reports to be generated (step 84). 
The reports are then generated by the advertisement veri? 
cation program 4 (step 86). 

[0026] FIG. 5 depicts a “matching” report, one of the 
many reports generated by the illustrative embodiment of 
the present invention. The matching report lists the adver 
tiser 100, agency 101, campaign 102, market 103, station 
104 and broadcast month 105. The displayed matching 
report is grouped by program name 106 and its associated 
time range 107 and date 108. The report includes the number 
of spots required for the campaign 110. A plurality of spots 
111 matching the schedule detail are also listed along With 
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a remarks section 112 indicating a reason any of the listed 
spots do not conform to the schedule. 

[0027] The illustrative embodiment of the present inven 
tion not only identi?es issues, it also calculates the value 
and/or rating and/or effect of the issue based on criteria input 
by a user. The criteria may relate to cost, rating or similar 
factors. The criteria is programmatically compared to the 
identi?ed issue and the results are then presented to a user. 

[0028] Those skilled in the art Will recognize that While 
the eXamples contained herein have been focused on adver 
tising and media buys, the illustrative embodiment of the 
present invention may be used to compare many other types 
of data sources, such as buys and proof of performance, 
on-air veri?cation data, and competitive occurrence data. 
Additional requirements such as buying guidelines and 
purchase instructions may be overlaid on the compared data 
to further ?lter the results. 

[0029] It Will thus be seen that the invention attains the 
objectives stated in the previous description. Since certain 
changes may be made Without departing from the scope of 
the present invention, it is intended that all matter contained 
in the above description or shoWn in the accompanying 
draWings be interpreted as illustrative and not in a literal 
sense. Although reference has been made herein to a nar 
roWest-?rst algorithm used to perform matching, those 
skilled in the art Will recogniZe that other algorithms may be 
used Without departing from the scope of the present inven 
tion. Similarly, practitioners of the art Will realiZe that the 
sequence of steps and architectures depicted in the ?gures 
may be altered Without departing from the scope of the 
present invention. The illustrations contained herein are 
singular eXamples of a multitude of possible depictions of 
the present invention, and should be considered accordingly. 

We claim: 
1. In an advertising purchase veri?cation system, a 

method, comprising the steps of: 

matching programmatically at least one advertisement 
listed in an invoice issued by a media outlet With a 
reference to a purchased media advertisement, said 
reference including parameters indicating hoW said 
purchased media advertisement should be presented, 
said parameters speci?ed in a media campaign includ 
ing said purchased media advertisement, said matching 
verifying the ful?llment of said parameters by an 
advertisement listed in said invoice; 

posting a media rating for an applicable time period 
against the matched advertisement; 

determining programmatically the ful?llment of said 
media campaign through the analysis of at least one 
matched advertisement and the corresponding media 
rating. 

2. The method of claim 1 Wherein said media outlet is one 
of a television station, radio station, Written periodical 
publisher, and Internet publisher. 

3. The method of claim 1 Wherein said matching is 
performed using a narroWest-?rst algorithm, said narroWest 
?rst algorithm applying a set of rules to determine the 
ful?llment of said parameters included in said reference by 
an advertisement run by said media outlet. 
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4. The method of claim 1 Wherein said parameters for said 
media campaign specify a hiatus, said hiatus indicating at 
least one of dates and times said purchased media adver 
tisement is not to run. 

5. The method of claim 1, comprising the further steps of: 

programmatically computing a value to be credited by 
said media outlet to a purchaser of said purchased 
media advertisement for failing to ful?ll parameters 
speci?ed in said reference. 

6. The method of claim 1 Wherein said reference is a 
media buy order. 

7. The method of claim 1 Wherein said programmatic 
matching determines an advertisement presented by said 
media outlet does not ful?ll said parameters. 

8. The method of claim 1 Wherein said programmatic 
matching determines said purchased media advertisement 
Was not run by said media outlet. 

9. In an advertising purchase veri?cation system, a 
method, comprising the steps of: 

receiving With an electronic device data referencing at 
least one purchased media advertisement, at least one 
invoice from a media outlet, said invoice indicating 
advertisements presented by said media outlet during a 
speci?ed time period, and media ratings for at least one 
time period, said media ratings applicable to said 
purchased advertisement presented by said media out 
let; 

matching programmatically at least one presented adver 
tisement indicated in said invoice With a purchased 
advertisement referred to in said data; 

posting said media rating for an applicable time period 
against the matched presented advertisement; and 

comparing said media rating for the applicable time 
period against a parameter for said advertisement, said 
parameter representing a rating value promised to a 
purchaser of said advertisement. 

10. The method of claim 9 Wherein said programmatic 
matching is performed using a narroWest-?rst algorithm. 

11. The method of claim 9, comprising the further step of: 

identifying programmatically any presented advertise 
ment indicated by said at least one invoice that Was not 
matched to at least one purchased advertisement refer 
enced by said data. 

12. The method of claim 11, comprising the further step 
of: 

indicating programmatically to a user the closeness of 
matching of said non-matching presented advertise 
ment to said at least one purchased advertisement, said 
closeness of matching based upon the degree of satis 
faction of said parameters. 

13. The method of claim 11, comprising the further step 
of: 

manually assigning non-matched presented advertise 
ments to near matches. 

14. The method of claim 9, comprising the further step of: 

generating at least one report for analyZing the compari 
sons of media ratings to at least one presented adver 
tisement. 

15. The method of claim 14 Wherein said report is at least 
one of a Posting Analysis report, Double Spotting report, 
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Separation report, Hiatus report, Restricted Program report, 
Cut-off report, Underdelivery report, Stripping report, Traf 
?c report, Fair and Equitable distribution report, Lead-in 
report, TRP Analysis by Daypart report, TRP Analysis by 
Market report, Daypart Average Rating, Analysis report, 
Dollar Spending Analysis report, Must-Buy report, Road 
block report, Network Duplication report, Preferred Pro 
gram report, and Program Name Discrepancy report. 

16. The method of claim 14 Wherein said report distin 
guishes vieWers of said presented advertisement on the basis 
of at least one of demographics or psycho graphics. 

17. The method of claim 9, comprising the further step of: 

performing said programmatic matching using parameters 
associated With a media campaign. 

18. The method of claim 9, comprising the further steps 
of: 

determining that a media rating for an advertisement 
promised by said media outlet Was not satis?ed by the 
presented advertisement; and 

receiving an advertising credit from said media outlet as 
a result of said media rating not being satis?ed. 

19. An advertising purchase veri?cation system, compris 
ing: 

at least one invoice, said invoice indicating the advertise 
ments presented by a media outlet during a speci?ed 
time period; 

data referencing a purchased advertisement, said adver 
tisement purchased from said media outlet; 

media ratings for at least one time period, said media 
ratings indicating the audience siZe for a presented 
advertisement; and 

an electronic device, said electronic device including 
softWare using as input said at least one invoice, said 
plurality of media ratings and said data referencing said 
purchased advertisements, said softWare programmati 
cally matching said presented advertisements indicated 
in said at least one invoice With said purchased adver 
tisements indicated in said data and posting said ratings 
value to the completed matches. 

20. The system of claim 19 Wherein said softWare gen 
erates a report based on the results of posting said ratings 
value to the completed matches. 

21. The system of claim 20 Wherein said report includes 
at least one of a Posting Analysis report, Double Spotting 
report, Separation report, Hiatus report, Restricted Program 
report, Cut-off report, Underdelivery report, Stripping 
report, Traffic report, Fair and Equitable distribution report, 
Lead-in report, TRPAnalysis by Daypart report, TRP Analy 
sis by Market report, Daypart Average Rating aAnalysis 
report, Dollar Spending Analysis report, Must-Buy report, 
Roadblock report, NetWork Duplication report, Preferred 
Program report, and Program Name Discrepancy report. 

22. The system of claim 19 Wherein said media ratings are 
at least one of Nielsen ratings and Arbitron ratings. 

23. The system of claim 19 Wherein said softWare uses a 
narroWest-?rst algorithm to match at least one presented 
advertisement indicated by said at least one invoice to said 
purchased advertisements . 
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24. In an advertising purchase veri?cation system, a 
medium holding computer-executable steps for a method, 
said method comprising the steps of: 

receiving With an electronic device data referencing at 
least one purchased media advertisement, at least one 
invoice from a media outlet, said invoice indicating 
advertisements presented by said media outlet during a 
speci?ed time period, and media ratings for at least one 
time period, said media ratings applicable to said 
purchased advertisement presented by said media out 
let; 

matching programmatically at least one presented adver 
tisement indicated by said invoice With a purchased 
advertisement referred to in said data; 

posting said media rating for an applicable time period 
against the matched advertisement; and 

comparing said media rating for the applicable time 
period against a parameter for said advertisement, said 
parameter representing a rating value promised to a 
purchaser of said advertisement. 

25. The medium of claim 24 Wherein said method com 
prises the further steps of: 

determining programmatically that at least one presented 
advertisement indicated in said invoice does not match 
any advertisement indicated in said data referencing at 
least one purchased advertisement; and 

indicating programmatically to a user the closeness of 
matching of said non-matching presented advertise 
ment to said at least one purchased advertisement, said 
closeness of matching based upon the degree of satis 
faction of said parameters. 

26. The medium of claim 24, Wherein said method com 
prises the further step of: 

generating a report identifying said non-matching pre 
sented advertisement. 

27. The medium of claim 24 Wherein said programmatic 
matching is performed using a narroWest ?rst algorithm. 

28. The medium of claim 24 Wherein said media rating is 
at least one of a Nielsen rating and Arbitron rating. 

29. In an advertising purchase veri?cation system, a 
method, comprising the steps of: 

matching programmatically a presented advertisement 
listed in a invoice issued by a media outlet With at least 
one reference to a purchased media advertisement, said 
reference including parameters indicating hoW said 
purchased media advertisement should be presented, 
said parameters speci?ed in a media campaign includ 
ing said purchased media advertisement, said matching 
verifying the ful?llment of said parameters by an 
advertisement listed in said invoice; 

posting a measurement against the matched advertise 
ment; 

determining programmatically the ful?llment of said 
media campaign through the analysis of at least one 
matched advertisement and the posted measurement. 

* * * * * 


